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摘  要
         
         
随着互联网的飞速发展，化妆品借助新一代营销模式——电商营销，成为了现代营
销主流方式，从而诞生了一个全新的化妆品类目——美妆电商品牌。全新的营销方
式和简单的渠道，给新兴化妆品电商品牌带来了良好的发展机遇。芬研，正是在这
样的大背景下创立的新品牌。作为拥有二十年出口欧洲和北美的化妆品企业
，BSH公司的产品能否通过电商，回到国内，与这个新品牌芬研的生存和发展息息
相关。
本文从探讨美妆电商品牌消费行为特征入手，建立新美妆电商品牌的消费行为模型
，进而剖析行为背后的影响因素。通过这些影响因素分析，一方面寻找细分市场和
目标消费者（高校女生）的诉求，另一方面，确定产品的市场定位，寻找细分渠道
和更有效的客户接触点。
本文依靠有针对性的开展调研，设计美妆电商的消费行为调查问卷，运用SPSS软件
，对客户需求、沟通、便利、愿付成本进行描述性统计和相关分析，提出芬研品牌
在电商领域的营销策略建议。建议包括：选择细分市场，调整市场定位。在客户需
求上，芬研应抓住细分市场，建立品牌独特性，重视消费者精神诉求的主观感受
，进行差异化营销；在客户沟通上，明确产品理念和市场定位，并以此为依据来树
立产品形象，传播品牌内涵；在客户便利上，除了主流的电商渠道，更应该抓住一
些适合品牌独特性的细分渠道；在服务策略上，抓住意见领袖，推进口碑营销。
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Abstract
         
         
With the rapid development of the Internet, cosmetics with a new generation of
marketing, E-commerce marketing, has become the mainstream of the modern
marketing, resulting in the birth of a new category of cosmetic, Cosmetics e-
commerce brand. New marketing methods, to the new cosmetics brand have
brought good opportunities for development. Froyan, as a twenty year export to
Europe and North America's cosmetics business, it is in this context of the
creation of a new brand.
The from exploring the beauty business brand consumer behavior characteristics
of Cosmetics e-commerce brand consumer behavior model is established, and
then analyze the factors behind the behavior. Through factor analysis, on the one
hand to understand the objectives of consumers (college girls) appeal, on the one
hand to find a market segment, determine the market positioning of the product,
looking for segments of channels, customer contact point.
Based on investigation and beauty business to consumer behavior questionnaire
design and SPSS software, to customer demand, convenience and
communication, and may pay the cost of descriptive statistics and correlation
analysis, the Froyan brand in the field of e-commerce marketing strategy is
proposed. Recommendations include: the choice of market segments, market
positioning adjustment. In the customer demand, Froyan should seize the market
segmentation and establish the uniqueness of the brand, pay more attention to
the subjective experience of the spiritual demands of consumers, differentiated
marketing; customer communication, clear product concept and market
positioning, and thus as the basis to establish the image of the product, spread
brand connotation; on customer convenience, in addition to the mainstream
business channels, should grab some suitable for unique brand of sub channels;
on the service strategy, seize the opinion leaders, to drive word-of-mouth
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marketing.
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